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ABSTRACT 

 
Mobile banking allows consumers to operate their banking activities through their mobile device, tab, 

notepad, etc. Now a day’s m-banking service is considered one of the easiest and convenient ways for any 

kind of financial transaction. More ever, in the Bangladesh popularity of m-banking service increased day 

by day. But very few research conducted user acceptance of m-banking service in Bangladesh, especially 

the impact of web side quality on customer acceptance preference. For that reason, we proposed the 

extended unified theory of acceptance and use of technology(UTAUT2) model with the website quality to 

examine the influences of m-banking services adoption in Bangladesh.  In this study data have been 

collected by questionnaire survey and the respondents were the m-banking users.This paper analyzed by 

applying partial least squares (PLS) based on 115 samples to test the conceptual model propose. Again, to 

determine the path significant levelthe bootstrapping method used with 300 resamples.The study found that 

social influence; facilitating conditions were the most significant antecedents of behavior intention and 

usage behavior. However, the results also confirm that website quality has no significant influence of the 

adoption of the m-banking services and the findings of this paper helps Bangladeshi Governments and 

private banks take proper initiative to emphasis on this specific areas to motivate the Bangladeshi 

customers to adopt more m-banking services.  
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1. INTRODUCTION 
 

Last few decades financial firms have invested a significant amount of money in IT to get the 

competitive position in the market. It happens due to the proliferation of the wireless technologies 

as well as to increase the total number of cell phone users. Since consumers are using more and 

more mobile devices with internet facilities, therefore they become interested to do perform their 

banking activities through it. To cope with the consumers demand financial firms are now 

offering more mobile banking services than internet banking, Actually, mobile banking and 

internet banking are performing the same activities both are e-banking or online banking [1] but 

[2] the package of service facilities provided by the bank are different. In the case of [3] mobile 

banking consumers mainly use mobile device while in internet banking they are connected to 

internet through personal computer. That’s  why mobile banking has been developing and 

offering more services [4] than before which enhances the consumers and financial firm’s 

relationship[3]. All these things happen for the development of the Information and 

Communication Technology (ICT) and implemented the new IT by the service oriented firms 

specially financial organizations [5].A significant number of research gives clear ideas about 

Information technology (IT) adoption models [6-11] and a few number of models elucidate about 
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final user perspectives [12, 13]. Mobile banking reduces clients operational cost [14] and more 

convenient  banking to meet consumers’ needs perfectly than earlier [15]. 

 

In Bangladesh the guidelines for Mobile Financial Services(MFS) was issued on 22 September 

2011.The Popularity of m-banking has significantly increased in the last four years, though it has 

not accepted in Bangladesh. The rapid growth of mobile phone users and countrywide coverage 

of the mobile operator's network has made their delivery channel an important tool-of-the-trade 

for extending banking services to the unbanked/banked population, especially to expedite faster 

delivery of remittances across the country.Bangladesh Bank, the central bank of Bangladesh, 

following a Bank-led model, defines the Mobile financial Services as –“Mobile Financial 

Services (MFS) is an approach to offering financial and banking services via mobile wireless 

networks which enables for user to execute banking transactions. That is, any mobile account 

holder can make deposits, withdraw, and to send or receive funds from their mobile account. 

However, the central bank also specifies that these services are, often, enabled by the use of bank 

agents that allow mobile account holders to transact an independent agent location outside of 

bank branches”[16]. According to data provided by Bangladesh Telecommunication Regulatory 

Commission (BTRC), that the total number of mobile phone subscribers has reached 

131.956 millionbythe end of January, 2016, (www.btrc.gov.bd). And among these The total 

number of internet subscribers has reached 56.167million  by the end of January, 2016 (42.56% 

people have internet connection on their mobile phone) means 24.09% mobile users, around 31.8 

million (Bangladesh Bankwww.bb.org.bd) are registered under mobile banking services which 

means 75.7%, around 100.156 million, people have not yet adopted mobile banking services. 

This provides a good indication of the low rate of mobile banking users compared with the total 

population who usages internet. Here, we attached a summary of mobile banking activities [17] in 

Table 1.   
 

Table 1: Summary of Mobile Financial Service (MFS) in Bangladesh 

 

 Description Amount (in 

November, 

2015) 

Amount (in 

December, 

2015) 

% Change 

(Novembe

r, 2015 to 

December, 

2015) 

1 No. of approved Banks 28 28 - 

2 No. of agents 552,652 561,189 1.54% 

3 No. of registered clients in Lac 312.02 318.45 2.06% 

4 No. of active accounts in Lac 125.47 132.18 5.35% 

5 No. of total transaction 110,918,422 114,847,19

7 

3.54% 

6 Total transaction in taka(in crore BDT) 14,915.59 16,124.81 8.11% 

7 No. of daily average transaction 3,697,281 3,828,240 3.54% 

8 Average daily transaction (in crore 

BDT) 

497.19 537.49 8.11% 

9 Additional information Amount (in 

crore BDT) 

Amount (in 

crore BDT) 

 

a. Inward Remittance 3.70 4.25 14.86% 

b. Cash In transaction 6,300.22 6,829.92 8.41% 

c. Cash Out Transaction 5,479.66 5,931.10 8.24% 

d. P2P transaction 2,579.55 2,750.84 6.64% 

e. Salary Disbursement (B2P) 140.91 154.15 9.4% 

f. Utility Bill Payment (P2B) 99.42 109.12 9.76% 

g. Others    
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Numerous studies have attempted to explain about the benefits of m-banking such as checking 

account balances, transferring funds  between accounts, and accessing other banking products and 

services from anywhere, at any point of time [18]. The prior studies of web site literature, 

researchers [19-22] identifies the multiple dimensions such as information quality, system 

quality, security, user satisfaction, service quality and ease of use.Therefore, we try identifying 

the influence of website quality to adoption of m-banking adoption in Bangladesh. 

 

Through this paper, we try to present the overview of the mobile banking aspects, mobile banking 

adoption with prior most acceptance models [12] UTAUT2. Again, the author of the UTAUT2 

[12] model suggested that to study this model with different mobile technology, in different 

countres, and less technologically advanced country. This is another good indication of this 

research.Further,we include website quality to extend the UTAUT2 model and to know about the 

influences those on the adoption of m-banking especially for Bangladeshi consumer through the 

UTAUT2 model and using the PLS method. 

 

2. LITERATURE REVIEW 
 

2.1 About UTAUT2: 

 
Nowadays UTAUT2 [12] model is considered the most popular model to study the consumer 

acceptance and use of ICTs. It included seven constructs, among them  four construct such as 

performance expectancy (PE), effort expectancy (EE), facilitating conditions (FC), and social 

influence (SI) from the UTAUT model [11] and other three constructs such as hedonic 

motivation, price value and habit  to adopt UTAUT2 model in a particular consumer market. The 

UTAUT model was [11] developed after reviewing eight popular theories which are related to 

information system those are Theory of Reasoned Action (TRA),Technology Acceptance 

Model(TAM),The Motivational Model(MM),Theory of Planned Behavior (TPB),The Model of PC 

Utilization (MPCU),Innovation Diffusion Theory (IDT),The Social Cognitive Theory(SCT) and 

TAM-TPB [23-26]. The [11] UTAUT model  has an excellent acceptance in consumer 

perspective as well as organization perspective, but it has some limitation found by [27].Though 

researchers used the UTAUT model in user perspectives,especially in mobile technology [28] as 

well as other technologies for individuals and organizations use [29]. Therefore [12] introduced 

the UTAUT2 model in 2012.The UTAUT2 [12]model presents a justification for the taking and 

applying of information and communication technologies (ICTs) by consumers. It constitutes an 

extension of the UTAUT [11] model designated as UTAUT2 [12], which was devised to give 

details the acceptance and use of ICT specifically by the consumer. Since the UTAUT model was 

originally devised in order to elucidate the issues that affect the acceptance and use of ICT by 

employees where UTAUT [11] was as an extension of the popular TAM [8, 9]. Hence, we use 

this UTAUT2 model to study on m-banking services adoption in Bangladeshi consumer 

perspective by extending the existing model. 

 

2.2 Mobile Banking:  

 
Mobile banking is an important element of online banking that comprises an alternative delivery 

channel for financial and non-financial services that offered by different institutions, [30]. The 

term m-banking represented in various forms such as m-banking [31] branchless banking[32], m-

payments, m-transfers, m-finance [33]. As a survey report 2015 of The Federal Reserve survey 

defines mobile banking as [34]“using a mobile phone to access your bank or credit union 

account. This can be done either by accessing your bank or credit union’s web page through the 

web browser on your mobile phone, via text messaging, or by using an app downloaded to your 

mobile phone”. M-banking transaction or accessibility of financial information is not popular or 

spread out through the mass people as expected though they offer more opportunities than before.  



International Journal of Computer Science & Information Technology (IJCSIT) Vol 8, No 2, April 2016 

 

36 

 

Table 2: Summary of m-banking adoption based on the UTAUT, UTAUT+ and UTAUT2 model. 

 

 
 

Notes: 
1
Total number of responses of the respective study (Sample size). 

2 
ATT =Attitude toward use/m-banking; INT= Intention and USE= Usages. 

BI=Behavioral Intention;PERE=Performance expectancy; EF=Effort expectancy;SI=Social influence ; FC=Facilitation 

conditions; HB=Habit; HM=Hedonic Motivation; PV=Price Value;PD=Power Distance; USE=User Behavior; 

CRE=Credibility; COS=Cost;SE=Self-efficacy;PU=Perceived Usefulness;PEOU=Perceived ease of use; 

CONV=Convenience; SEC=Security; RIS=Perceived risk; TRU=Trust; TTF=Task technology fit.  

 

2.3 Mobile Banking Adoption 
 

Researchers found significant interest in m-banking especially in practice and academia such as, 

[41-43].Some well-known accepted theories and models also studied in m-banking adoption such 

as technology acceptance model (TAM)[8], Innovation diffusion theory (IDT) [6], unified  theory  

of  acceptance and  usage of technology (UTAUT) [7] have  been used to  study the  adoption or 

the intention  to adopt m-Banking. Some prior studies related to mobile banking in Bangladesh 

perspectives are given: [44] using the TAM model and [45] used TAM and DTPB model. Here 

the following table (Table 2) we summarized the mobile banking adoption related previous work 

based on the UTAUT2, UTAUT, UTAUT + related model. 

 

To the best of our knowledge, none of the extant studies have taken a holistic  view  to  assess  m-

Banking  adoption  by  examining  the UTAUT2 model.One research had been done by using the 

UTAUT2 model for mobile banking services adoption with considering culture as a moderator 

variable[35] (Table 1) but no research in Bangladesh perspectives. This is our main strength to 

find out the influences of website quality on m-banking services Adoption in Bangladesh. We are 

applying the UTAUT2 model using PLS. 

 

2.4 Website Quality:  

 
A review of some of the research in this area follows, relating to banks’ websites, portals or other 

service and product providers interested in e-business. According to [46] found that web attribute 

have significant influence on online behaviors.[47] Investigated the concept of service quality in 

e-banking portals and developed their service quality model. Researcher [19] developed an 
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instrument that captures the key characteristics of website quality from the user’s perspective. 

Resent study found that within 2017 the total number of customers of m-banking will exceed I 

billion, though it equal to only 15% of the global mobile subscriber holder. As indicated by the 

work of [48], website quality, with its dimensions of design structure and content, is an important 

factor for achieving customer satisfaction. Social influence is important for the community’s 

satisfaction assessment, while system quality is important for search engine websites [49].The 

characteristics of website system include as system, information and service quality [50].  

 

To the bestof our knowledge, one research had been done by using UTAUT2 model to mobile 

banking services adoption with considering culture as a moderator variable[35] (Table 1) but no 

research in Bangladesh perspectives. This is our main strength to find out the impact of website 

quality on m-banking services adoption in Bangladesh. We are applying the UTAUT2 model 

using PLS. 

 

2.5 Research Model and Hypothesis 

 
Based on the literature, we can propose a model (Figure- 1) along with their operational 

definition (Table-2) we hypothesize that are given below:  

 

2.5.1 The Research Model 

 

 

Figure: WQ-MBA-UTAUT2 

 

2.5.2 Operational Definitions: 

 
Table 3: Operational Definitions of Proposed model 

 

Constructs Definition Source

s 

Performance 

Expectancy 

“The degree to which using a technology will provide benefits to 

consumers in performing certain activities”. 

[12] 

 

Effort  

Expectancy 

“The degree of ease/effort associated with consumers’ use of the 

technology”. 

[12] 

Social 

Influence 

“The consumers perceive that important others (e.g.family and friends) 

believe that they should use a particular technology”. 

[12] 

Behavioral  

Intention  

Website Quality 

Performance Expectancy 

Effort Expectancy 

Social Influences 

Facilitating Condition 
Usage  

Behavior 

Hedonic Motivation 

Price Value 

Habit 
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2.5.3 Hypotheses of the Study 

 
Performance Expectancy: 

 
Performance expectancy  (PE)  reflects user perception of performance improvement by using 

mobile banking on tasks,  i.e.,  it is the degree to which an individual believes that using mobile 

banking will help to attain gains inperforming banking tasks [11]. It reflects user perception of 

performance improvement by using Internet banking, such as convenience of payment, fast 

response, and service effectiveness [41]. Researcher revealed that it will be positive consequences 

if consumers find any benefit from using computing technology[55].Since,author[40] found that 

it is one of the most important factors for accepting intention and also can improve the perception 

of mobile banking adoption[56] Therefore, we hypothesize: 

 

H1.The  influence  of  Performance  Expectancy  (PE Behavioral Intention  (BI)  will  be  

positive. 

 

Effort expectancy: 

 

Effort expectancy construct represents the  perceived ease of use (TAM) of an IS [57, 58];[5, 59, 

60] and also has a positive influence on the behavioral intention. Some features such as user 

interfaces, content design, and functional ability; [11] of m-Banking can influence its adoption. 

The consumers will use more mobile banking services if they face fewer problems[61]. It also 

depends upon the ease of use to conduct m-banking transaction[62] Therefore, we hypothesize: 

 

H2.The  influence  of  Effort  Expectancy  (EF) on  Behavioral Intention  (BI)  will  be  

positive. 

 

Social influence: 

 

Social influence is a direct antecedent of behavioral intention.Scholar[11]defines social influence 

as the degree to which an  individual  perceives that it  is important  for  others to believe that he 

or she uses the new technology or complies with others’  expectations. It is the notion that 

individual behavior is influenced by the way peers or family members value the use of m-

Banking. The individual may feel trendy and professional by using a new service technology such 

as m-Banking. 

 

 

 

 

 

Facilitating 

Conditions 

“Consumers’ perceptions of the resources and support available to perform 

a behavior. 

[12] 

Hedonic 

Motivation 

“The pleasure or enjoyment derived from using a technology” [12] 

Price Value “Consumers’ cognitive tradeoff between the perceived benefits of the 

applications and the monetary cost of using them” 

[51] 

Habit “The extent to which people tend to perform behaviors automatically 

because of learning” 

[52] 

Website 

Quality 

“The performance of the system in delivering information” [53] 

Behavioral 

Intention 

The Strength on one’s intention to use the technology in the future. [54] 
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H3.The  influence  of  Social  Influence  (SI), on  Behavioral Intention  (BI)  will  be  positive. 

 

Facilitating conditions: 

 

Facilitating conditions refer the facilities provided by the financial organization to use the mobile 

banking services whenever necessary like technical infrastructure[11]. It is same as perceived 

behavioral  control  of  TPB. It helps the users to adopt the system. Because if someone registered 

for using mobile banking services he or she must require to know how to operate smart phones or 

devices along with internet connection, installed specific mobile applications, to handle the 

carriers and security as well. Therefore, the service providers should provide the relevant 

documents, demos, graphs to encourage the users to adopt new services. That’s why, if user get 

any facility to know how to operate m-banking services. Therefore, we hypothesize: 

 
H4. The Facilitating Conditions (FC) on Behavioral Intention (BI) will be positive. 

H5. The Facilitating Conditions (FC) on Usages Behavior (BI) will be positive. 

 

Hedonic motivation: 

 

A number of literature[63, 64], based on ICT found that hedonic motivation has an influence on 

behavioral intention and actual use of that technology. Researcher found that hedonic motivation 

is considered the most important factor and the acceptance will be greater to intention if 

consumers find more services from mobile services[4]. It has a positive relationship with the 

behavioral intention on mobile banking[35]. So, we hypothesize: 

 

H6.The  influence  of  Hedonic Motivation  (HM) on  Behavioral Intention  (BI)  will  be  

positive. 

 

Price value: 

 

The second constructs introduce in UTAUT2 is price value. It has different meaning in UTAUT 

model and UTAUT2 model. According to[12], monetary cost will incur when consumer use any 

technology oriented services and that is related and influence on consumers buying situation. It is 

important to note that [12] included into the UTAUT2 the price value construct because it provide 

more economic benefits than its monetary costs to its users. Therefore, it will be positive and also 

associate with a monetary cost if consumers find more benefits of mobile banking services.The 

prior study[35]discuss the price value issue  on mobile banking services. Therefore, we 

hypothesize: 

 

H7.The influence Price value (PV) on Behavioral Intention (BI) will be positive. 

 

Habit:  

 

Before introducing the last and the third constructs habit in UTAUT2 model, a number of studies 

[52, 65, 66]. In UTAUT2 habit took from[52] which explained the use of technology has a direct 

effect on it and play as a moderate role on intention to use since the more habit turn the consume 

less conscious to use the technology.The present behavior is depends upon the prior behavior and 

frequency of behavior [67].In the prior study[35] found that habit strongly influence on behavior 

intention on mobile banking adoption.  Therefore, we hypothesize: 
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H8.The influence of Habit (HB) on Behavioral Intention (BI) will be positive. 
 

Website quality: 
 

Website quality refers the quality of the website as well as the products or services offered by the 

particular web system [50]. According to [68], web design element is considered as a primary 

driver of online behavior. The website also influences consumer’s intention to buy when they are 

using company’s websites through visiting. Therefore, it depends upon website quality and 

information quality.Website quality means the design, functions, security of the website and 

information quality means empathy, clarity and accuracy.  Again, website quality affects on 

behavioral intention and usages intention in prior studies [69-74]. Therefore, we hypothesize: 

 

H9.Website quality (WQ) will have a positive and significant influence on usage behavior to 

use m-banking services. 

 

Behavioral Intention: 

 

Individual behavior is influenced by the individual intention revealed by the prior psychological 

theories (Yu, 2012), which is supported by the UTAUT and UTAUT2 models and find significant 

influences on technology usages. Therefore, we hypothesize: 

 

H10. Behavioral Intention (BI) will have a significant positive influence on Usage Behavior 

(UB) to use m-banking services. 
 

Table 4: Measurement Scale 

 

Construct Measure scale  Source

s 

Performance  

Expectancy 

Mobile banking is useful to carry out my tasks  PE1 [12] 

think that using Mobile banking would enable me to conduct tasks more 

quickly  
PE2 

I think that using Mobile banking would increase my productivity  PE3 
I think that using Mobile banking would improve my performance PE4 

Effort 

Expectancy 

My interaction with Mobile banking would be clear and understandable  EF1 [12] 

It would be easy for me to become skilful at using Mobile banking EF2 
I would find Mobile banking easy to use EF3 
I think that learning to operate Mobile banking would be easy for me EF4 

 People who influence my behaviour think that I should use Mobile banking  SI1  

Social 

Influences 

People who are important to me think that I should use Mobile banking  SI2 [12] 

 People in my environment who use Mobile banking services have more 

prestige than those who do not  
SI3  

 People in my environment who use Mobile banking services have a high 

profile  
SI4  

Facilitating 

Conditions 

I have the resources necessary to use Mobile banking  FC1 [12] 

I have the knowledge necessary to use Mobile banking  FC2 
Mobile banking is not compatible with other technologies that I use FC3 

 I can get help from others when I have difficulties using mobile banking 

services 
FC4  

Hedonic 

Motivation 

Using mobile banking is fun.  HM1 [12] 

Using mobile banking is enjoyable. HM2 
Using mobile banking is very entertaining. HM3 

Price Value I can save money by examining the prices on different services offer by 

mobile banking   
PV1 [12] 

Mobile banking is a good value for the money PV2 
Mobile banking offer better value for my money PV3 
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3. METHODOLOGY AND MEASUREMENT INSTRUMRNT 
 

A comprehensive set of questionnaire is being used in this research. The questionnaire design was 

divided into two sections. We prefer survey instruments with a 7 point Likert scale[77]. The first 

section is comprised of five questions which consist of demographic profile and two questions 

about the usages of internet and mobile banking. The second section consists of 35 questions of 

10 constructs.The items and scales for the UTAUT2constructs were adapted from[11, 12] usage 

behavior from [29],website quality from [75, 76]to improve content validity[78].The participants 

were asked to scale the relevant facts on a Likert scale from 1 to 7 with a response continuum 

from “strongly disagree” to “strongly agree” (Table 4). Here, we prefer to collect data to whohas 

at least a mobile bank account in Bangladesh and authors prefer convenient sampling for this 

researchbecause it is cost effective[79]. Finally, we collect 115 valid data from customer to 

analyze.It should be noted that small sample is appropriate for Partial Least Squared 

(PLS)[80].Since [81] suggested that to test the structure equation model, researchers can collect 

data minimum 91 samples for maximum 10 of arrows pointing to the latent variable in the model. 

According to [82, 83] to analysis by PLS, it required the sample 10 times for the following 

possibilities: a) the largest number of indicator b) the depending variables that interacting through 

the independent variables. This study required 100 samples to make data analysis by PLS which 

is supported by the prior studies. For data analysis SmartPLS 2.0 were used [84]. 

 

4. RESULT AND ANALYSIS 
 

4.1 Demographic and other Information: 
 

In this Study, total one hundred fifteen respondent data were analyzed. Among them male 

respondents and female respondents were respectively 78 and 37. The ratio of male respondent is 

twice than female. Here, most of the respondents’ age between 20-30 years and the most 

interesting things is the young generation whose age below 20 is 16.5 percent. Most of the 

respondents had a bachelor and master’s degree. The researcher gives their opinion of mobile 

banking users are highly educated, young and wealthy person with good knowledge of using 

internet technology[85].Therefore they are knowledgeable to use the mobile banking. Many 

studies have revealed that demographic factors impacts of online banking [86-89]. Here, the 

respondents were asked about the experience of using information technology, which is also 

satisfactory and the most important matter is that they are using mobile banking mobile banking 

several times as well as occasionally. From the above Table 5, we can get a clear detailed idea of 

the nature of the respondents who are using mobile banking activities in Bangladesh. 

 

Habit The use of mobile banking has become a habit for me.  HT1 [12] 

I am addicted to using mobile banking. HT2 
I must use mobile banking. HT3 
Using mobile banking has become natural to me. HT4 

Website 

Quality 
M-banking websites appear safe and secure for carrying out 

transactions. 
WQ1 [75, 76] 

 m-banking websites look attractive and use fonts and colour 

properly 
WQ2  

 M-banking websites look organized.  WQ3  

Behavioral 

Intention 
I intend to use the system in the next months  BI [12] 

 I predict I would use Mobile banking in the next months  B2  

 I plan to use the system in the next months  B3  

Usages 

Behavior 
What is your actual frequency of use of Mobile banking services? UB [29] 
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Table 5: Demographic and other Information 

 
  Frequenc

y 

Valid 

Percen

t 

  Frequen

cy 

Valid 

Percent 

 Male 78 67.8  Illiterate 2 1.7 

Gender Female 37 32.2  Secondary 30 26.1 

 
 

  Educational 

background 
Bachelor 

43 37.4 

 Total 115 100.0  Masters 36 31.3 

 Less than 

20 

19 16.5  
Others 

4 3.5 

 20-30 78 67.8  Total 115 100.0 

Age 40-50 15 13.0     

 50-60 3 2.6  Employed 50 43.5 

 
 

  Occupation Unemploy

ed 

42 36.5 

 Total 115 100.0  Housewife 9 7.8 

 Married 40 34.8  Retired 14 12.2 

Marital 

status 
Unmarried 

73 63.5     

 Widowed 1 .9  Total 115 100 

 Divorce/ 

Separated 

1 .9 Experience 

in using 

information 

technology 

Less than 

one year 

15 13.0 

 Total 115 100.0  1-3 41 35.7 

Frequency 

of using 

mobile 

banking 

services 

Occasionall

y 

29 25.2  1-4 39 33.9 

 Several 

times 

75 65.2  
7-9 

18 15.7 

 Hardly use 11 9.6  More than 

10 years 

2 1.7 

 Total 115 100.0  Total 115 100.0 

 

 

Expert researchers differentiate between measurement and structural models and explicitly take 

measurement error into account[90].Smart PLS 2.0M3[84]was the software used to analyze the 

relationships defined by our theoretical model. 
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Table 6: Item loading 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

4.1 Analysis of the Measurement Model 
 

In our study, measurement model was tested by the internal reliability, convergent and 

discriminant validity [91] where internal reliability is determined by Cronbach’s alpha (CA) and 

composite reliability (CR)and the acceptance level of the indicator is 0.70 [92].In this study the 

calculated value (Table 6) CA (range from 0.8118 to 0.9579) and CR (range from 0.8808 to 

0.9727) is more than the standard value. Convergent validity is acceptable when constructs have 

an average variance extracted (AVE) of at least 0.50 [92] where in our study also support this 

because AVE values stands from 0.6499 to 0.9224 from Table 7. 
 

Table: 7-Convergent Validity, Discriminant Validity & Reliability and Square root of AVE (in bold on 

diagonal) and factor correlation coefficients 
 

 
 

Note: PE: performance expectancy; EF: effort expectancy; SI: social influence; FC: Facilitating conditions; 

HM: hedonic motivation; PV: price value; HB: Habit;WQ: Website Quality BI: behavioral intention; UB: 

use behavior.CA: Cronbach’s alpha and CR: composite reliability; and  (AVE) average variance extracted. 

 

 

 

Construct Item Loading Construct Item Loading 

 PE1 0.8292  HM1 0.8523 

 PE2 0.8012 HM HM2 0.8693 

PE PE3 0.8706  HM3 0.9378 

 PE4 0.7157  PV1 0.8731 

 EF1 0.9039 PV PV2 0.9746 

EF EF2 0.905  PV3 0.7784 

 EF3 0.8878  HB1 0.8355 

 EF4 0.9087 HB HB2 0.8895 

 SI1 0.9225  HB3 0.7993 

SI SI2 0.9262  HB4 0.9064 

 SI3 0.9108  WQ1 0.9048 

 SI4 0.8971 WQ WQ2 0.8869 

 FC1 0.921  WQ3 0.7598 

FC FC2 0.9127  BI1 0.9549 

 FC3 0.8193 BI BI2 0.9723 

 FC4 0.823  BI3 0.9638 

 BI EF FC HB HM PE PV SI UB WQ 

BI 0.96          

EF 0.37 0.90         

FC 0.20 0.44 0.87        

HB 0.06 0.16 0.14 0.85       

HM -0.08 -0.02 0.00 -0.13 0.88      

PE 0.42 0.58 0.39 0.11 -0.00 0.80     

PV -0.12 -0.01 0.11 0.06 0.41 -0.08 0.87    

SI 0.42 0.46 0.44 0.11 0.00 0.63 0.01 0.91   

UB 0.56 0.56 0.37 -0.03 -0.02 0.59 -0.07 0.51 1  

WQ -0.10 0.01 0.08 0.34 0.11 -0.03 0.24 -0.10 -0.13 0.85 

CA 0.95 0.92 0.89 0.89 0.88 0.81 0.87 0.93  0.81 

CR 0.97 0.94 0.92 0.91 0.91 0.88 0.91 0.95  0.88 

AVE 0.92 0.81 0.75 0.73 0.78 0.64 0.77 0.83  0.72 
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4.2 Analysis of the Structural Model  

 
The structural model was developed to identify the relationships among the constructs in the 

research model. The Bootstrap method was used to test the hypothesis[93]. In our study, tested 

the relationship between dependent and independent variables by path coefficient (β)[94] 

mentioned path coefficients with standardized values above 0.20 are usually significant and those 

with values below 0.10 are usually not significant.  
 

Table 8: Summary of Results 
 

 

* p=0.05 ** p=0.01*** p = 0.001 

 

R
2
 for Behavior Intention(BI)=.253, R

2 
Usages Behavior(UB)=.403 

 

The model explains 25.3% of the variance in intention to use m-banking (0.253) and 40.3 % of 

variance in actual use of m-banking (0.403). 
 

 

Figure 2. Path Model of the Mobile banking adoption. 

5. DISCUSSION AND FINDINGS 
 
In this study, to explain the model, the author uses different forms of significant level these are p< 

0.01 (t > 1.645); p < 0.05 (t > 1.96) and p < 0.001 (t>2.58).Here, we discuss about the result of 

our proposed extended UTAUT2 model by findings the consistency and inconsistency of the 

Hypothesis Path Coefficient t Statistics P value Comments 
H10 BI -> UB 0.5012 4.8398 0.000

*** 
Supported 

H2 EF -> BI 0.1762 1.3506 0.1796 Not Supported 

H4 FC -> BI -0.0488 0.5527 0.5815 Not Supported 

H5 FC -> UB 0.2806 2.6256 0.0098
***

 Supported 

H8 HB -> BI -0.0054 0.0474 0.9622 Not Supported 

H6 HM -> BI -0.045 0.3706 0.7116 Not Supported 

H1 PE -> BI 0.1704 1.092 0.2771 Not Supported 

H7 PV -> BI -0.0859 0.6803 0.4976 Not Supported 

H3 SI -> BI 0.2579 2.1819 0.0311
**

 Supported 

H9 WQ -> UB -0.1042 1.1192 0.2653 Not Supported 
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previous study on mobile banking adoption on the UTAUT2 model. From Table8,we found 

BIUB(t=4.8398,=0.5012), FCUB (t=2.6256,= 0.2806)and SIBI(t =2.1819, = 0.2579) 
indicating H3,H5,H10 were supported and the rest of the relationship found insignificant.It means 

that H1,H2,H4,H6,H7,H8,H9,were not supported by this study.The performance expectancy 

result is consistent with the research [35, 41, 59].This study also supported by[95] since 

performance expectancy and effort expectancy is similar with perceived usefulness and perceived 

ease of use[11]. Effort expectancy is supported by our result, but not supported by other prior 

research[29, 35, 96].Social influence was not supported by [35, 96]but our findings is 

supportedby other findings[5]. Facilitating condition has a positive influence on usage behavior 

But no influence in behavioral intention to adopt m-banking services.This result is consistent with 

the [29, 35] but this result contradicts with many prior findings[28, 41, 59]. Price value has no 

influence on behavioral intention revealed by our findings is supported by with some earlier 

research[35, 61, 97] but contradicts others[12, 58]. The hedonic motivation is similar to the 

findings of [12, 35, 98]. Prior research found that habit to use m-banking is considered as an 

important predictor [99] and the relationship between habit and behavioral intention found prior 

findings [35, 40, 41] though this research revealed no significant relationship. And in case of 

website quality WQ UB (-0.1042) is not consistent with results of several studies, all of which 

reported that website quality affects behavioural intention, usage behaviour, and user satisfaction 

in theirdecision to adopt mobile banking services adoption [20, 69, 71, 73, 76] but it has 

contradict by[100].Therefore, researchers finds that the Bangladeshi  people are concern about 

other features of mobile banking services than the website quality while they are using m-banking 

services. Because mobile banking services adoption mainly depends upon the infrastructure of the 

financial firms, service provided by the organization, telecommunication facilities (3G , 4G) 

provided by the operators. They show their willingness to adopt more m-banking services. 

 

6. CONCLUSION 
 

The present study was designed to determine the effect of ten factors for acceptance of mobile 

banking service by the consumer and to investigate the relationship  of website quality on m-

banking  service usage behavior in Bangladesh.In this paper,authors was used web site quality  as 

a additional factor with the  UTAUT2 model for justifying the consumer usage behavior of m-

banking serveices.The study results supported three factors in the proposed research 

model.Authorsof the found that social influences positively influence on behavior intention,on the 

other hand usages behavior positively influenced by facilitating condition and behavior 

intention.It is also shown that to adopt mobile banking service website quality is not an important 

predictor factor for  m- banking consumer. But overall, people of the mobile banking users 

become equally financially benefitted as like e-commerce users in Bangladesh[101]. One of the 

major limitation of this paper is a small sample size.Furthermore the original model has some 

moderators, but our proposed model  we are excluding those as well as we do not take cross 

cultural approach which may limit the generalizability of our study. Further research should 

investigate those moderators factors this model with large sample size and include other 

additional external variable such as perceived risk, trust or brand equity,which can explain 

behavioral intention and usage behavior better than our existing research. 
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